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STYLE GUIDE 


> CONTENTS 


The way we communicate with our audience is 


intimately tied to who we are and what we are doing. 


The purpose of this guide is to ensure a coherent 
and consistent use of Azur Games’ visual identity. 


In this guide you will find a description of the key 
elements of the Azur Games company style and 
the principles of their interaction. 


All advertising or marketing materials that use 
Azur Games content or the Azur Games brand 
must be approved by a company representative 
before publication. 


Please send materials to your Azur Games 
representative for approval. 


Thank you! :) 
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> WHO WE ARE 
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@ e e —L 
Azur Games Is an international 

publisher and developer of mobile games. 


> OUR MISSION 


RY 


., 


We make sure that talented game 
developers see their projects at the top 
of the charts. — -_ 


CO), 


> OUR VALUES 


Our brand is(more)than just 
a name and visual style. 


Azur Games is our values 
and our reputation. 


We value: 


Freedom Open-mindedness 

We support freedom of self expression, value We are open to experiments, ready to take 
flexibility in processes and we are not afraid measured risks and give second chances 
to offer daring ideas. to achieve great results. 
Responsibility Growth 

We appresiate a serious approach to any We believe in personal development 

task and strive to do our job in the best and do everything in our power to support 
possible way. the professional growth of our collegues 


and partners. 


Passion 


We consider passion as the “fifth element” 
that makes our work more effective and brings 
excitement into our lives. 


One 


Our values represent the brand attributes and come to life in how we act, 
what we say, and how we position ourselves in the marketplace. 
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If you share our mindset, 
let’s AZUR together! 


> WORDMARK 
Logo 


The logo is one of the central elements 
of the Azur Games brand visual identity. 


The basic version of our logo consists 

of two lines. It is comprised of two parts, 

the brand name and the logomark (the graphical 
element, a triangle shaped like a shark’s head). 
This version of the logo is suitable for all 
mediums and situations. 
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AZUR 
GAMES 


brand name logomark 


AZUR_ 
GAMES 


logo 
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> HORIZONTAL OPTION AND LOGOMARK 
Logo 


In exceptional cases it is permissible to use 
a horizontal version of the logo. For example, 
for readability in a very narrow format. 


The use of the logomark separately from the logo 
is also acceptable where necessary: for social 
network avatars, for branding in various types 

of media, etc. 
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AZUR GAMES > 
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> CLEAR SPACE 
Logo 


Our logo enjoys breathing space. 

The minimum free space around the logo 
and the free-standing logomark equals 
half the height of our logomark. 
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1/2x 


1/2x 


1/2x 


1/2x 


1/2x 


1/2x 


> SCALE 
Logo 


The visual identity should look harmonious 
on different surfaces, including merchandise 
and miniature objects. 


When choosing a logo size, we always reference 
the height of our logomark. 


The height should be at least 20 px on the screen 
and at least 7 mm in the print. 
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on-screen: 20 px A Z U FR 
~~" GAMES 


AZUR GAMES [> 
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AZUR 
GAMES 


On a light background, use a full-color version of the logo 
with black text. 


AZUR 
GAMES 


On a dark background, use a full-color version of the logo 
with white text. 


AZUR 
GAMES 


IMPORTANT! Use the black version of the logo only for black and 
white printing, die cutting, embossing, selective varnishing, etc. 


» PLACEMENT 
Logo 


Do not place the logo 
on overloaded background. 


Choose free space for placement, and use 
the most contrasting version of the logo relative 
to the background. 
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<AZUR 
“GAMES 
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> THINGS TO AVOID 
Logo 


A You should not change the color 
GA of the corporate logomark. 


You should not repaint the logo 
in arbitrary colors. 


A You should not use the blue version 
GA of the logo. 
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You should not distort the shape 
G. and proportions of the logo. 


You should not apply various effects 
to the logo. 


You should not move the sign 
and distort its proportions. 


0.7 
nw 
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> THINGS TO AVOID 
Logo 


You should not use the versions 
of the logo that do not contrast well 
against the background. 


You should not use an outline version 
of the logo. 


> 


A SERIA ER CTeaT ai U You should not put captions that 
gees aio eee ae ae ee GA can upset the visual balance between 
GA of any kind around the logo. the conmetinden neice: 
LARNA 


IMPORTANT! All of these rules also apply to the logomark and the horizontal version of the logo. 
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> BRAND COLORS 


> OVERVIEW 
Brand Colors 


The Azur Games brand color palette consists 
of 4 primary and 4 secondary colors, as well 
as shades that are set by varying degrees 

of transparency. 


Primary colors: 


Blue, white, black and red play an important 
role in the brand identity — they set a certain 
character and make us recognizable. These 
colors are prevalent in all kinds of 
communication. 


Note that blue and white come first in the color 
hierarchy. This is the primary combination that 
should be adhered to when creating layouts. 


Black is most often used as a background color 
when it is necessary to set a more reserved, 
businesslike tone. The exception is writing 

in black on a light background. 
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Red goes last in the hierarchy because it is 
an accent color. It can only be used for minor 
elements, but not as a background color. 
The amount of red in the layout should not 
exceed 20%. 


Secondary colors: 


Can be used in WEB materials and printing 
when the primary colors are not enough. 


Transparency: 


Used when working with content. For example, 

if the text gets lost against a complex background, 
we add a colored layer with different transparency 
values for readability. 
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»> BRAND COLOR PALETTE 


Brand Colors 


Primary Secondary 


Core color 


Pe Hex: #052591 
of Azur Games ) Hex: Hfff TTT RGB: 5 37 145 


RGB: = 255 255 255 CMYK: 45 50 130 
CMYK: 0000 


Hex: #eQeff6 
RGB: 233 239 246 
CMYK: 11420 

Hex: #101820 

Pantone: Black 6C 

RGB: 16 24 32 
Pantone: 2728C RGB: 000 
RGB: 18 86 251 CMYK: 60 40 40 100 

CMYK: 997600 

Hex: #e40046 

Our primary brand color blue in conjunction with black Pantone: 6192 C 
: : ; : Hex: #b50036 
and white create the foundation of our brand’s color RGB: 228 0 70 RGB: 181054 


palette. These colors serve as a starting point for the CMYK: 0100 62 0 


designs we create. 


CMYK: 20 100 75 15 


% 


Accent color 


Transparency 


90% 75% 50% 25% 20% 15% 10% 5% 


90% 75% 50% 25% 20% 15% 10% 5% 
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> GRADIENTS 
Brand Colors 


AZUR 
GAMES 


Q&A 


SESSION 


#DEVHINTS 


TOP 3 QUESTIONS 
ABOUT CPI 


June 2022 


We often use gradients as a background 
or to highlight the text placed against 
a complex background. Examples to use 


In the first case, we use our standard gradient 
according to the drawing scheme on the right. 


Drawing 
ocheme 


| a 


RGB: 18 86 251 
Opacity: from 100% to 75% 
Angle: -45° 


In the second case, the signature color palette 
is used. There are no clear drawing rules, as the 
purpose of this gradient is to make the text 
easy to read. 
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> TYPOGRAPHY 


> TYPEFACES 
Typography 


Montserrat 


Aa Bb Cc Dd Ee Ff Gg Hh li Jj Kk Aa 56 Ba Ir Oi Ee Eé x 33 Un 

LIMm Nn Oo Pp Qq Rr SsTt Uu Uw KK Fn MM HH Oo Mn Pp Cc 

Vv Ww Xx Yy ZZ TT Yy O@ Xx Uy 4H Ww Lu bb 
blbI bb 33 tOto Ha 


There are three fonts in the brand identity. 
The Montserrat font under the SIL Open 


Font License is used for headlines at various Inte ir 

levels. 

The Inter font under the Open Font license Aa Bb Cc Dd Ee Ff Gg Hh li Jj Kk AaBo Bair Oo Ee Eé *K 33 Un 
Is Wetetel Vol pie ede Ire (oll ©. ile vo) GI TENS ies. LIMm Nn Oo Pp QqRrSsTtUu = Wi Kk Jin Mm HH Oo Mn Pp Cc 
eee Vv Ww Xx Yy Zz Tr Yy O@ Xx uy Yu Ww Wy be 
The Caveat font (SIL OFL license 1.1) from blbI bb 99 Hho HA 


the family of handwritten fonts is used as 
a decorative element. It is usually used for 
short phrases of up to four or five words. 


Caveat 

Aa Bb Ce Dd Ee FE G9 Hh Ti Jj Kk Aa b¢ 86 Ir La Ee Ee Kx 35 Yu 
C/ Mm Nu Oo Pp Q Rr Se Tt Vu Yi Kx Nin Mm Hu Oo Tin Pp Ce 

VW Ww Xx Yy Ze Tm Vy Dd Xx Uy 44 Ww Uy bo 


ble be 32 FOw 4 
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> TYPEFACES 
Typography 


Primary Headline: Montserrat Bold 


28~82 pt | spacing 50% max | leading min 4 pt 
larger than font size 
Secondary Headline: Montserrat i EFA D L | N E 


Bold or Semibold 


16~40 pt | spacing 25% max | leading min 4 pt 


alge biNtonelze This is what secondary headline 
should look like 

Body text: Inter Regular 

<8~18pt | spacing 0% | leading Inter Regular is always used for paragraphs. This font 

min 4 pt larger than font size is easy to read both in printed materials and online. 


Decorative phrases: Caveat 


Decorative 
font size + 6-8 pt | spacing 0% | leading < font phrases 


size by 2 pt 
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> MASCOT 


» SHARKIE AND JUNIOR SHARKIE 
Mascot 


Sharkie is the protagonist in our external 
and internal communications. 


This purposeful, ambitious, and energetic shark 
is far from being a junior of the shark world. 

In the past, Sharkie conquered the seas and 
oceans, and now it is successfully conquering 
the game development world. Our shark does 
not sit still, Sharkie is ready to experiment and 
discover new things. Bold, frank, confident, 
Sharkie from Azur knows how to be a leader 
and shine at the forefront of trends. At the 
same time, Sharkie is not only a welcome guest 
of fun parties, but also a true friend who you 
can always rely on. 


The mascot has two versions, a primary one 
(Sharkie) and a simplified one (Junior Sharkie). 


IMPORTANT! The mascot versions are not inter- 
changeable. Their areas of application are different. 


Sharkie can be used anywhere, as a 
representative of Azur Games — on the website 
and, in social networks, in printed materials, 

in merchandise or any other appropriate context. 


Junior Sharkie represents a junior gamedev spe- 
cialist, and in a broad sense, the manifestation 
of any powerful emotion. So, Junior Sharkie can 
appear in materials for juniors and children or 

in a special project where the goal is to evoke 

an emotional response from the viewer. 
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» VARIATIONS 
Mascot 
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> BRAND ELEMENTS 


e Handwritten Elements 


PATTERN 
Brand Elements 


The pattern is based on our triangle-shaped 
simplified logomark. 


Focusing on the brand's color palette, many 
different color combinations can be created. 


On the right are examples of backgrounds 
for social media. 
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Line 


Filling 


Line + filling 
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PATTERN: SCALE 
Brand Elements 


The pattern should not be too small in relation 
to the layout. Stick to the formula when using 
it in various creations. 


Assuming that x is the shortest side of the 
layout, 1 mark should fit in 1/2 of the layout. 
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AZUR 
GAMES 


JUNIOR GAME 


DESIGNER 


SEND US YOUR CV 
JOB@AZURGAMES.COM 


z CONTENT MARATHON 


TOPIC OF THE WEEK: ASO 


1/2x 


1/2x 


x = shortest side 
of the layout 
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» PATTERN: THINGS TO AVOUID 


Brand Elements 


The angle of the brand mark in the pattern 


is equal to the angle of the logomark in the logo. 


It can be flipped horizontally, but it is never used 
at other angles. 


Follow the formula from the previous page 
to calculate the scale of the mark inside 
the pattern. 
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The angle of the triangle inside 
the pattern is equal to the angle 
of the logomark in the logo. 


You should not rotate the logomark 
inside the pattern. 


You should not male the logomark 
too small in relation to the layout. 
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TRIANGLE 
Brand Elements 


The triangle is a key element of the 
Azur Games brand identity, but it does 
not replace the logomark. 


The triangle is a flexible branding 
element that helps us enhance content 
and various types of communication. 
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> TRIANGLE 
Brand Elements 


It is acceptable to insert 
background-free photos of people 
or character images into the triangle. 


In presentations, the triangle can be used 
in connection with the headlines. 
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Usage as a mask for objects 


> DRIVEN TRAFFIC 


These are the users who have performed the targeted action: 
navigated to the site, installed the game, wrote a positive review, etc. 


They receive monetary or non-monetary incentives in return. 


Types: 


™ Feedback correction 
a Rating correction 


= Feedback rotation 


AZUR GAMES 


Highlighting headlines in presentations 


» TRIANGLE: THINGS TO AVOID 
Brand Elements 


Photos or arts should not extend more 
than 20% beyond the frame. 


You should not repaint the triangle 
in arbitrary colors. 


When using this element, follow the color 
palette described earlier in the guide. 


You should not invert the triangle 
and change its angle. 
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> ICONS: USAGE 


Brand Elements 


Depending on the presence/absence 
of the angle, the element can perform 
either as a sticker or an icon. 


Most of the rules apply to both stickers 
and icons, so we will hereafter refer to them 
as “elements” for convenience. 
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Sticker (the angle exists) 


Icon (the angle is missing) 


#AZUR_CAREER 


MIDDLE ASO 
MANAGER 


Example of use as a sticker 


azur_games 


165 publications 130K followers . 
AZUR GAMES 

International mobile game developer and publisher 
azurgames.com/sign-in-program 


@20@0000 


Blog Vacancy Marathon Interviews ‘Azurite 


Example of use as icons 


Speakers 
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ICONS: DRAWING RULES 
Brand Elements 


The elements can be divided into graphic 
(icons and stickers) and text (stickers only). 


IMPORTANT! Avoid putting phrases longer 
than two words in text elements. 


Graphic element Text element 


Graphic elements can be aligned using 
a square grid. In case of text elements, 4X 
the width of the outline should always be equal 
to the width of the character strokes of the font 
used inside the element. 


In other words, the thickness of the lines 
of the object inside and the sticker outline 7 


are always equal. 


Drawing on a grid Width of the main stroke (x) = width of the outline 
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> ICONS: DRAWING RULES 


Brand Elements 


It is acceptable to use the following color 
combinations for the elements: 


We never use rounding when drawing stickers. 
All inside and outside corners should be sharp. 


The elements always have shadows regardless 
of color combinations. 
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ICONS: DRAWING RULES 


Brand Elements 


HEX: #052591 
Opacity: multiply 40% 
X offset: 3 px 

Y offset: 3 px 

Blur: 3 px 


HEX: #052591 
Opacity: multiply 30% 
X offset: 3 px 

Y offset: 3 px 

Blur: 3 px 


HEX: #101820 


Opacity: multiply 30-40% 


X offset: 3 px 
Y offset: 3 px 
Blur: 3 px 


HEX: #650036 
Opacity: multiply 30% 
X offset: 3 px 

Y offset: 3 px 

Blur: 3 px 


IMPORTANT! In different graphic programs, the shadows may differ from the original when you enter the above values. In this case, 


stick to the most appropriate parameters. 
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> ICONS: THINGS TO AVOID 


Brand Elements 


RESPONSIBILITIES RESPONSIBILITIES 


= Work with various UA tools 


No more than 3 brand elements should be used and their improvement; 
ina single layout. Full cycle of buying traffic using 


targeted advertising tools; 
IMPORTANT! If several stickers are placed Active work with advertising networks 
on the same layout at once, the size and oa enamel acid 
thickness of their outlines must be the same. 


to reporting; 


Analysis of incoming traffic, scaling, 
and cost optimization. 


Example of proper use Visually overloaded layout 


ISSUE EXAMPLE: ISSUE EXAMPLE: 


The use of stickers with a black fill is only ae RS eon a Nee STC 


possible when they overlap with a dark 
background. In this case, the sticker must 
extend into the light background by more 
than 50% to be readable. 


You should stick to the above color 
combinations when using such stickers 
on white and blue backgrounds. 


Example of proper use In this case, the sticker is hard to read 
on a dark background 
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> ICONS: THINGS TO AVOID 


Brand Elements 


You should not draw the element 
and its shadow in arbitrary colors. 


You should not use strokes of different 
thicknesses within an element. 


You should not use the following 
color combinations: 
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» HANDWRITTEN ELEMENTS: 


DRAWING RULES 
Brand Elements 


The handwritten elements in our visual identity 
emphasize that the soul of the brand is people, 
first and foremost. 


The handwritten elements are created without 
rounding at the ends — the edges of the figures 
should always remain sharp. 
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cD 
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» HANDWRITTEN ELEMENTS: 


DRAWING RULES 
Brand Elements 


Montserrat Inter Caveat 
Pay attention! Pay attention! Pay attention! 
YY a) a os) aa 
@ Protected from @ Protected from Protected from 
bugs & lags! bugs & lags! bugs & lags! 
ONLINE Online C Online > 
Until next time! Until next time! Until next time! 
a  — —\w\“\,w0n"—=S 


IMPORTANT! Linewidth should visually be less IMPORTANT! Linewidth should not exceed the 
than or equal to the thickness of the main stroke thickness of the main stroke of the font by more 
of the font. than 2 times. 


IMPORTANT! Linewidth should visually be equal 
to the thickness of the main stroke of the font. 
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> HANDWRITTEN ELEMENTS: 
COLOR COMBINATIONS 
Brand Elements 


The main color combinations of handwritten 
elements are presented on the right. 
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Qe eae 
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>» HANDWRITTEN ELEMENTS: 
THINGS TO AVOID 
Brand Elements 


You should not use blue handwritten elements 
on a red background and vice versa. 


You should not repaint handwritten elements 
in arbitrary colors. 


You should not round off the ends 
of handwritten elements. 
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HANDWRITTEN ELEMENTS: 
THINGS TO AVOID 
Brand Elements 


If possible, avoid overlaps between the outline 
and the text that make it difficult to read. 


You should always leave a little space inside 
the outline to keep the text legible. 


You should not use blue handwritten elements 
in combination with red font and vice versa. 
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Pro om Protected from 
u bugs & lags! 
—“—aYVY 
ONLINE 


Protecte 
bugs &la 


Protected from 
bugs & lags! 
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> IMAGERY 


e Arts 
e Photos 
e« Combinations of arts and photos 


ARTS 
Imagery 


Art is an important part of Azur Games’ brand design, reflecting the diversity of the game worlds we create. 


The illustrations that we use to communicate with the audience are distinguished by their superb quality, vivid and saturated colors, and a combination 
of 2D and 3D art styles. 
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ARTS 
Imagery 
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> PHOTOS 


Imagery 


Ss Co ne 6  G~ B—-~ 


se OHLAG 


The photos help to convey the company 
atmosphere. Our photos are distinguished 
by their quality, rich and natural colors, 
and sharp contrast. 
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PHOTOS 


Imagery 
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COMBINATIONS OF ARTS 
AND PHOTOS 
Imagery 


We often make collages of photos and arts. 
There is always interaction between people 

and characters in such pictures, because behind 
the game development process are people. 

And, of course, just a tiny bit of magic! 
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COMBINATIONS OF ARTS 
AND PHOTOS 
Imagery 


BRAND STYLE GUIDE 


56 


> GALLERY 


GALLERY 


174 135 k 4 
Posts Followers Following 


AZUR GAMES 

Game Publisher 

International mobile game developer and 
publisher 
azurgames.com/sign-in-program/ 


Following v Message Email 


Marathon Blog Vacancy Interviews Azur Li 


UNITY DEVELOPERS: 
WHAT THEY DO ite 


Swipe to start chat 
STEPS FROM HYPER 
3] HYBRID-CASUAL ~ S~ OBA 
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#INTERVIEW 


RUSLAN VOLOSHIN 


HEAD OF MARKETING DEVELOPMENT 


#DEVHINTS 


HOW TO MAKE EFFECTIVE 
GAME ICONS ac 


ity Developer 
three areas: 


#1) SHOW THE CORE MECHANICS 


Follow the main rule: an icon should 
correspond to the gameplay. Depict the basic 
mechanics so that users immediately 
understand what kind of game it is. 


Analyze the genre and target audience 

of the project. Think about what will best 
convey its essence: location, character pose, 
or some specific scene from the game. 


For example, you can show a top view 
of the map for a strategy game, and characters 
in battle for a fighting game. 


BY 
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GALLERY 


#GAMEDEV 
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#INTERVIEW 
BEHIND THE CODE: 


WHAT UNITY 
DEVELOPERS DO 
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GALLERY 
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‘in| Q Search % 
Home My Network Jobs Messaging 


9 


Wee PLAY | PUBLISH | WORK|GROW QUE REg PLAY | PUBLISH| WORK| GROW QUE 


ws 


Azur Games 


Azur Games is an international mobile game developer and publisher. 
Mobile Gaming Apps : Cyprus, Larnaca - 7,388 followers 


Y Following Visit website 2 


Home My Company About Posts Jobs People Videos 


About 

Azur Games is an international mobile game developer and publisher. 

We are currently one of the Top 3 mobile worldwide publishers by downloads — in 2022, we've surpassed the 3 billion 
download mark. Our portfolio has more than 150 high-performing projects in various game genres: from midcore pvp 


to hyper casual 


The Azur Games team consists of gifted professionals working remotely and from our offices all over the world 
Together, we're doing everything to make sure talented game developers see their projects at the top of the charts. 


Let's AZUR together 7 


a 
= 


Notifications 


a 


Mew 


Work ¥ 


¢ 


Advertise 


€ = Q Azur Games a 


AZUR GAMES 


PLAY | PUBLISH | WoRK|GROw Q@UIGIUS 
——— 


Azur Games 1a) 


Game Publisher 


Learn more (~} oo 


azurgames.com 


7,829 people like this 


Videos Photos About Community Posts 


© @azurgameslive 
@ http://azurgames.com/ 


(6) AZUR GAMES is an international mobile game 
developer and publisher 


Game Publisher 


® Send message 


eo & O B@ @= 


Home Friends Watch Marketplace Notifications. = Menu 
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GALLERY 


NEW LEVELS 


BRAND STYLE GUIDE 


GALLERY 


Priority 


Progress 


\o Choose your tack status 
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GALLERY 
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GALLERY 
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GALLERY 


me 
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GALLERY 
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> CONTACTS 


If you have any questions regarding the brand 
guidelines, please write to partnership@azurgames.com 


